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A campaign about the choices
we make and their impact on

water quality



CCCW Goals

AWARENESS
(appreciation)

KNOWLEDGE
(understanding)

ATTITUDE
(values &
feelings)

SKILL
(identify
problems)

PARTICIPATION
(acquire
experience and
take action)

SOLUTIONS
TO WATER
RESOURCE
PROBLEMS

Source: Project WET International Foundation, Inc



Today’s Journey

1. Social Indicators

2.Social Marketing

3.Media (Social Media)

4.Cleaner Water (Outcomes)



114 square miles – 3 counties – 50 lakes



2007 Land
Use/ Land

Cover

2,720 square miles – 15 counties - Indianapolis



Indiana’s Water Management,
Values & Challenges



Raymond Bauer (1966), often referred to as the father
of the social indicators movement, defined social

indicators as “statistics, statistical series, and all other
forms of evidence – that enable us to assess where we

stand and are going with respect to our values and
goals, and to evaluate specific programs and determine

their impact” (p. 1).



Social Indicators Surveys
Social context

Awareness

Attitudes

Capacities

Constraints

Behaviors



Know Your Audience
TWF Lake Residents

Ave Age = 62 yrs

Ave Yrs Owned Residence = 20.2

52% Year-round; 48% Seasonal

64% Lake Front; 30% Lake Access

Ag Producers

Ave Age = ?? (wasn’t asked)

Ave Yrs Farming = 26.5

54% Had family member
own/operate farm before them

75% Property touches a stream,
river, lake or wetland

Indianapolis Suburban Residents

Ave Age = 57 yrs

Single family house = 91%

88% Household water supply is municipal utility

58% Distance to closest lake or stream within 1/4 mile; another 21% within mile



Knowledge Base Questions



Hands-on Fun
 Work with a partner.

 Write a public survey question that would tell you if
people know that stormdrains are connected to
streams.



Survey Findings and Planning



Please indicate your level of agreement or disagreement with the statements below.

Strongly
Disagree (1)/
Disagree (2)

Neither
Agree

nor
Disagree

(3)

Agree (4)/
Strongly
Agree (5)

It is my personal responsibility to help protect
water quality

0.3% 5.6% 94.2%

The way that I care for my lawn and yard can
influence water quality in local streams and
lakes

1.9% 7.0% 91.1%

The quality of life in my community depends on
good water quality in local streams, rivers
and lakes

2.3% 11.5% 86.2%

The economic stability of my community
depends upon good water quality

3.7% 13.0% 83.3%

My actions have an impact on water quality 3.4% 9.0% 87.7%

It is important to protect water quality even if it
slows economic development

2.5% 17.7% 79.8%

I would be willing to change the way I care for
my lawn and yard to improve water quality

6.4% 15.4% 78.1%

How About Their Values?

Lake Residents Survey



Lake Residents Survey (cont.)
Please indicate your level of agreement or disagreement with the statements below.

Strongly
Disagree (1)/
Disagree (2)

Neither
Agree

nor
Disagree

(3)

Agree (4)/
Strongly
Agree (5)

It is important to protect water quality even if it
costs me more

14.1% 27.4% 58.4%

I would be willing to pay more to improve
water quality (for example: through local
taxes or fees)

28.6% 27.0% 44.3%

Taking action to improve water quality is too
expensive for me

48.1% 39.1% 12.7%

What I do on my land doesn’t make much
difference in overall water quality

78.0% 8.5% 13.5%

Lawn and yard-care practices (on individual
lots) do not have an impact on local water
quality

78.2% 7.5% 14.2%

It is okay to reduce water quality to promote
economic development

86.3% 8.4% 5.4%

$

Rewording the question
to avoid bias (eg. ‘taxes’)

or leading answers w/
positive or negative

phasing



Values – Indianapolis Area
I don’t have to
convince them of
their role or even
of the importance
of clean water – I
have to show
them how is
doesn’t cost more
and teach them
about pollutants,
loads and what to
do to have a green
lawn!



Behavior & “Willingness”



Understanding Technical
Knowledge Needed to Bring
About ‘Willingness’…



Where are you likely to seek information

about water quality issues? - TWF Lake Residents
(check all that apply) (n=373)

0 50 100 150 200 250 300

None of the above

Radio

Workshops

Demonstrations

Magazines

Meetings

Newspapers

Internet

Conversations with others

Newsletter/brochure/fact sheet 67%

34%

47%

More on this in
our “Media”

Module!



Social marketing was "born" as a discipline in the
1970s, when Philip Kotler and Gerald Zaltman realized

that the same marketing principles that were being
used to sell products to consumers could be used to

"sell" ideas, attitudes and behaviors.

Social marketing seeks to influence social behaviors
not to benefit the marketer, but to benefit the target

audience and the general society."



Website development & Design principles
(pledges/social pressure)

 Web Developer

 Do you know a good car mechanic?

 Mood boards and wireframes

 Examples of other sites we liked

 Barrier ID from Social Indicators – makes sure to address
barriers in website materials via resources

 Watershed concept early









Timeline and Adjustments

Drink wine w/
best friend,
contemplate
how to really
change the

world and the
water quality in

Indiana

Get strong
commitment
from smart,

dedicated, like-
minded,

partners – Call
them Charter

Sponsors

Use various
limited revenue
streams to build

initial
campaign
concepts –

teach outreach
principles to

utility operators

Seek out and
hire web

contractor that
‘gets it’ and
learn what a

‘mood board’ is

Launch
amazing single
topic campaign
on important
issue that has
some traction

and build
statewide
platform

Create some
cool media and

marketing
promo pieces

Aug. 2009 Nov. 2009 Jan. 2010 Feb. 2010 June 2010 Aug. 2010



Timeline and Adjustments (cont.)

Leverage efforts
and reportables

to raise more
funds – creative
grants, outside
sponsors, and

core supporters

Fire original web
contractor and
hire one that
‘really gets it’.

Trademark your
logos/brand

Launch super
cool, multi-

audience
campaigns with

even more media
pieces

Win awards,
present at major
national water

conferences, and
plan for the

future ‘choices’

Call lawyer about
program

licensing for
national

implementation,
celebrate your

best friend, drink
more wine!

Dec. 2010 Feb. 2012 July 2011 Apr. 2012 April 2012Sept. 2011





Water Words that Work
Begin with Behavior

Find Foolproof Photos

Swap the Shoptalk

Insert the Words That Work



Water Words that Work
 Swapping shop talk and other barriers

 Make sure to make folks believe that their impact makes
a difference (more on this in Cleaner Water section)

 Make an emotional/values connection



Indianapolis Area Values



Hands-on Fun
 Write a tagline for a campaign on each of CCCW topics

in small groups.



Tagline, Logos and Branding –
Draft Taglines

 Infiltrating Indiana with native plants

 Garden with Water Quality in Mind

 Clean water starts in your yard

 Beautiful solutions to water pollution



 Don’t P on the Lawn

 Do the Green Thing: Fertilize Responsibly

 Lawns Green, Water Clean

 The Hero with the Zero (w/ a little “hero” mascot)

 You’re not just fertilizing the lawn

 Your Lawn Won’t Care

 Happy lawns, Healthy Water

Draft Taglines (cont.)



 Your septic system, your responsibility

 What happens after the flush?

 Erase the Waste

 Clean Water Starts In Your Backyard

 Got Septic?

 Doo Doo the Right Thing

Draft Taglines (cont.)



Draft Taglines (cont.)

 There’s no such thing as a Poop Fairy

 If picking up poop is unpleasant, try swimming in

 Scoopy Doo! A Pet Waste Campaign

 Pooches for the Planet

 Scoop the Poop

 It’s in the grass… It’s on my paws… It’s in the creek

 Stop the Fecal Bacteria Machine (with photo of puppy).

 Dogs can’t flush!

 Too Cute To Pollute?



Behaviors or Choices



Behaviors or Choices







1st Campaign & Website



www.ClearChoicesCleanWater.org





Using P-free
fertilizer on ¼ acre

lot = 1000 lbs of
algae prevented!



Thank You
Email



• 947 lawns - 481 acres
• 15,722 lbs Phosphorus saved
• 3.9 million lbs Algae prevented

1385 Pledges

• 241 pet owners – 260 dogs
• 1.6 trillion bacteria/year

• 143 native planting pledges
• 56,950 lbs Phosphorus saved
• 28.5 million lbs Algae prevented

• 54 septic pledges
• each save 76,650 gallons waste





Metrics

Google Analytics



Advice from Marketing Gurus
 People are more likely to visit website from electronic

link than from any other advertising

 Repeat Visitors

 Email Autoresponders

 Landing Pages

 Facebook Fan Page

 Facebook & Google Ads





Facebook Ads
25 character title MAX

135 character body MAX
Pay per click ~ $1.00





Mass Media
 Goals (1) # pledges & (2) awareness in broader scale

 TV

 Targeted (fertilizer at news time, pet stuff on animal show)

 Radio

 Targeted marketing

 Online to online element w/ radio

 Billboards

 Target marketing rural topics/rural areas

 Revisions so stand alone educational messages



Have you seen our ‘award winning’
lawn fertilizer commercial?



Or our Pet Poo commercial?











Hands-On Fun #3

 Review versions of materials
against WWTW principles
and social indicators results
(base knowledge and/or
barriers)

What would
Eric Eckl Say
(WWEES)?



Water Words that Work
Begin with Behavior

Find Foolproof Photos

Swap the Shoptalk

Insert Water Words That Work
 Clean water Working together  Balance

 Make a difference  What you can do

 Healthy  Save money  Choice

 Do your part  Family  Safe  Responsible



Why all the blah, blah, blah at
the beginning?
 Create a recognizable brand

 More importantly…

 If they never take action/make the ‘choice’ they still
need to know the primary message about connection!

True/False Statements

True

(%)

False

(%)

Don’t

Know

(%)

I live in a watershed. 26.1 27.5 46.4

I live in an area that eventually drains

to the White River.
65.9 6.1 27.9

“WATERSHED”

= Water Words

that Work













Radio
Partnerships!

Weekly
Blogs

Semi-
monthly

Polls



A ‘bit’ on Target Marketing…



More Marketing
 Exhibits

 Postcards

 Give-aways/bribery

 Articles in newsletters, newsletters

 Links on other groups’ websites

 Sponsorships



Sponsors & Funding
 Partnership – Charter Sponsors (incl MS4s)

 IDEM – 319 Nonpoint Source & P2 Grants

 IN Living Green

 ECWA

 WACF

 ILMS

 IASWCD

 IWF

 WREC

 LTPO

 Big Walnut

 Monroe SWCD

 MACOG/SJRBC



Promotional Materials



Evaluation Measures

Depends on the audience (funders, grant reportables,
regulators/MS4, your Board)

# of impressions

# of pledges

# of site hits

Load reductions/pollution

Reductions by shed or shed participation



Behavior Change Data for New CCCW Site

(does not include data from original Fertilizer-only CCCW site)

Fertilizer Pets Natives Septics

# Pledges New Site 263 209 130 47

# Already Doing 142 179 80 37

% Already Doing 54% 86% 62% 79%

% Change in Behavior 46% 14% 38% 21%



1st Phase Phase II Total CCCW

15 months 7 months 22 months

# visits 4,166 4,919 9,085

# unique visitors 2,775 2,866 5,641

Page Views 16,313 16,824 33,137

pages/visit 3.92 3.42 3.67

Duration 3:10 3:23 3:16

New Visitors 66% 57% decr 9%

Returning Visitors 34% 43% incr 9%

Bounce Rate 44.6% 49.6% 47.1%

Website Analytics



What does this mean?
 I'll be blunt - in several ways, your site is among the

best I have reviewed.

 The bottom line … is that your site is very attractive
and appealing to the visitors - relatively long and deep
visits.

 Your average time on site (in seconds) is about the
highest I have ever seen! Good job.

 Your average visitor clicks to almost 4 pages - this is also
extremely high. Good job!



Pledges
1st Phase Phase II Total CCCW

# Pledges 15 months 7 months 22 months

Lawns 600 300 900

Pets 221 221

Plants 134 134

Septics 49 49

1,30423%



More Outcomes
 Engaging partners/sponsors – reaching new audiences

via already trusted sources

 Trademarking

 Licensing? Signup sheet available

 Follow-up Social Indicator surveys

 Awards – woo hoo!



Want to Join Us?

Make a Clear Choice Pledge today!

Talk to us about licensing
opportunities!



Future Pledge Campaigns?



Questions
or Comments?

Contact Info:

Lyn Crighton
telwf@kconline.com

Jill Hoffmann
Coordinator@UWRWA.org


